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ABSTRACT 
There are two types of financial assistance provided by financial institutions which are 
Islamic house financing and conventional housing loan. Nowadays, Islamic house 
financing have been used widely especially by Islamic banks in Malaysia. Thus, this 
study aims to look at the determinant factors that influence customer awareness towards 
Islamic house financing in Malaysia. A total of 623 sets of questionnaires were 
distributed and 414 safely returned by the respondents while only 400 sets were useable 
for this study. The data were analyzed by using the Statistical Package for the Social 
Science (SPSS) version 23 which using T-test, One-Way ANOVA, Pearson Correlation 
and Multiple Regressions. The results of this study indicated that there were significant 
differences between gender, race and educational level with customer awareness on 
Islamic house financing in Malaysia. The result also showed there were significant 
relationship between knowledge, social influence, religious obligation and perception 
with customer awareness towards Islamic house financing in Malaysia. The findings also 
found that determinant factors that affect customer awareness are knowledge and social 
influence. In order to spread the awareness to the society, more campaign should be done 
and more knowledge should be focus to the society especially the Islamic bankers. 
Keywords: Islamic house financing, customer awareness, knowledge, social influence, 
religious obligation and perception 
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ABSTRAK 
Terdapat dua jenis bantuan kewangan yang disediakan oleh institusi kewangan 
iaitu Pembiayaan Perumahan Islam dan Pinjaman Perumahan Konvensional. Pada 
masa kini, Pembiayaan Perumahan Islam telah digunakan secara meluas 
terutamannya oleh perbankan Islam di Malaysia. Oleh itu, kajian ini bertujuan 
mengkaji faktor-faktor ynag mempengaruhi kesedaran pengguna terhadap 
Pembiayan Perumahan Islam di Malaysia. Sebanyak 623 set borang soal selidik 
telah diedarkan dan 414 set berjaya dikembalikan oleh responden walau 
bagaimanapun hanya 400 set boleh digunakan untuk kajian ini. Data daripada 
kajian ini telah dianalisa dengan menggunakan SPSS versi 23 melalui Ujian-T, 
Satu-Cara ANOV A, Korelasi Pearson dan Regrasi Berbilang. Hasil kajian ini 
mendapati perbezaan yang signifikan antara jantina, bangsa dan tahap pendidikan 
dengan kesedaran pengguna terhadap Pembiayaan Perumahan Islam di Malaysia. 
Hasil kajian juga menunjukkan terdapat hubungan signifikan antara pengetahuan, 
pengaruh sosial, tuntutan agama dan persepsi dengan kesedaran pengguna 
terhadap Pembiayaan Perumahan Islam di Malaysia. Kajian turut mendapati 
faktor-faktor yang mempengaruhi kesedaran pengguna adalah pengetahuan dan 
pengaruh sosial. Kesedaran masyarakat boleh disebarkan dengan 
memperbanyakkan kempen dan memastikan masyarakat mempunyai pengetahuan 
terutamanya pegawai perbankan Islam. 
Kata Kunci : Pembiayaan Perumahan Islam, kesedaran pengguna, pengetahuan, 
pengaruh social, tuntutan agama dan persepsi 
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The main focus of this paper is regarding of the customer's awareness on Islamic house 
financing in Malaysia. Firstly, this chapter begins with an introduction of the general views 
related to this study. It is continued by the discussion on the background of the study, 
problem statement, research questions, research objectives, significant of the study, scope 
of the study and also organization of the study. This chapter is ended with the conclusion. 
1.1 Background of the Study 
House is one of the basic necessities for survival as a place to reside in and as a shelter. A 
house also represented as an investment and give contribution to the economy. In order to 
own a house, a large capital is needed but not all people have the ability to acquire it. 
Therefore, the alternative offered by financial institution in helping people for this purpose 
is by using financial assistance. Financial institution in Malaysia offered two types ofloan 
which are Islamic house financing and conventional housing loan. 
One of the largest financial decisions for us is when it comes to purchase a house. This is 
because although house is a basic need, the buyer shoulders a huge financial responsibility 
and for a long period of time. To own a house that suits one's need is an aspiration for most 
people. From this situation, if the person has enough money in the bank account, he or she 
can buy the house directly but this is not the case for most people. Therefore, it creates a 
1 
REFERENCES 
Abdul Hamid, M., Yaakub, N.I., Mujani, W.K., Sharizam, M. and Jusoff, K. (2011). 
Factors Adopting Islamic Home Financing: A Case Study Among Consumers of 
Islamic Banks in Malaysia. Middle-East Journal of Scientific Research 7(Specia/ 
Issue of Diversity of Knowledge on Middle East}, pp. 47-58. 
Abdullah, N. I., & Dusuki, A. W. (2006). A Critical Appraisal of Al-Ijarah Thumma al­ 
Bay' (AIT AB) Operation: Issue and Prospects. 4th International Islamic Banking 
and Finance Conference. (pp. 1-15). Kuala Lumpur: Monash University of 
Malaysia. 
Abdullah, A. A., Sidek, R., and Adnan, A. A. (2012). Perception of non-Muslims 
Customers towards Islamic banks in Malaysia. International Journal of Business 
and Social Science, 3(11), 151-163. 
Ahmad, N., and Haron, S. (2002). Perceptions of Malaysian Corporate Customers 
Towards Islamic Banking Products and Services. International Journal of Islamic 
Financial Services, 3(4), 13-29. 
Alam, S .S . ,  Janor, H., Zanariah, Wei, C. A., and Ahsan, M. N. (2012). Is Religiosity an 
Important Factor in Influencing the Intention to Undertake Islamic Home 
Financing in Klang Valley. World Applied Sciences Journal 19 (7), 1030-1041. 
Alam, M.A., Roy, D., and Akther, R. (2016). Consumers' Expectation and Perception 
toward Mobile Telecommunication Usage in Bangladesh. Asian Bzrsiizess 
Review, 6(1), 57-64 
Al-Zubaydi, (1360H). Taj al- 'Aras, Vol.10, al-Marba'ah al-Khairiyyah, Cairo. 
81 
Amin, H. (2007). Borneo Islamic Automobile Financing: Do Demographics Matter? 
Labuan e-Journal of Muamalat and Society, 68-81. 
Amin, H (2008). "Choice Criteria for Islamic Home Financing: Empirical Investigation 
among Malaysian Bank Customers", International Journal of Housing Markets 
and Analysis, Vol. 1 Issue:3, 256-274 
Amin,H., Abdul-Rahman,A.R. and Abdul Razak, D. (2014) "Theory oflslamic 
Consumer Behaviour: An Empirical Study of Consumer Behaviour of Islamic 
Mortgage in Malaysia", Journal oflslamic Marketing, Vol. 5 Issue: 2, pp.273- 
301, https://doi.org/10.1108/JIMA-06-2013-0042 
Amin, H., Rahman, A. R., Jr, S. L., and Hwa, A. M. (2011). Determinants of Customers' 
Intention to use Islamic Personal Financing: The Case of Malaysian Islamic 
Banks. Journal of Islamic Accounting and, 22-42. 
Aziz, N (2009). Factors that Influence Consumer to Choose Islamic House Financing in 
Hong Leong Bank Berhad. 
BNM (2010), Bank Negara Malaysia Website: Friday, 1 1  May 2018, 06.28 pm; 
http://www.bnm.l!ov .m,/index.php?ch=en press&pg=en press&ac=4253&1ang= 
en 
BNM (2016), Bank Negara Malaysia Website: Saturday, 1 1  May 2018, 10.57 pm; 
http://www.bnm.gov .m v/index.php?ch=en publication&pg=en msb&ac=23 8&la 
ng==en&uc=2 
Bashir, M. S. (2013). Analysis of Customer Satisfaction with the Islamic Banking Sector: 
Case of Brunei Darussalam. Asian Journal of Business and Management 
Sciences, 38-50. 
82 
Bley, J., and Kuehn, K. (2004). Conventional versus Islamic Finance: Student 
Knowledge and Perception in the United Arab Emirates. International Journal of 
Islamic Financial Services, 5(4). 
Coakes, S. J., and Steed, L. (2007). SPSS: Analysis Without Anguish Using SPSS 
Version 14.0 for Windows. Australia: John Wiley & Sons Australia, Ltd. 
Department of Statistic Malaysia (2018). My Local Stats of Malaysia. Retrieved 02 Jul 
2018,from 
https://www.dosm.gov .my/v 1 /index.php?r=column/cthree&menu id=a WVXaXhr 
SmpXeFRRN3 pMeklXSjhJOT09 
Devlin, J.F. (2002), "An analysis of choice criteria in the home loans market", 
International Journal of Bank Marketing, Vol. 20 No. 5, pp. 212-26. 
Ebrahim, M.S. and Joo, T.K. (2001), "Islamic Banking in Brunei Darussalam", 
International Journal of Social Economics, Vol. 28 No. 4, pp. 314-37. 
Erol, C, Kaynak E and El-Bdour R. (1990), Conventional and Islamic Banks: Patronage 
Behavior of Jordanian Customers. International Journal of Bank Marketing 8(4). 
Erol, C. and El-Bdour, R. (1989). Attitudes, Behaviour and Patronage Factors of Bank 
Customers towards Islamic Banks. International Journal of Bank Marketing, Vol. 
7No. 6. 
Ferreira, G. (2008). Consumer Perceptions of Global Branding and Iconization: 
Universal-Publishers 
Fishbein. Mand Ajzen, I. (1975). Belief, Attitude, Intention, and Behaviour: An 
Introduction to Theory and Research. Philippines: Addison-Wesley. 
83 
Gait, A., and Worthington, A. (2008). An Empirical Survey of Individual Consumer, 
Business Firm and Financial Institution Attitudes Towards Islamic Methods of 
Finance. International Journal of Social Economics, 783-808. 
Gerrard, P., and Barton Cunningham, J. (1997). Islamic Banking: A Study in Singapore. 
International Journal of Bank Marketing, 15(6), 204-216. 
Gliner, J. A., Morgan, G. A., and Leech, N. L. (2009). Research Method in Applied 
Settings: An Integrated Approach to Design and Analysis. New York: Taylor & 
Francis Group, LLC. 
Gloet, M., and Terziovski, M. (2004). Exploring the Relationship Between Knowledge 
Management Practices and Innovation Performance. Journal of Manufacturing 
Technology Management, 402-409. 
Hair, J. F., Money, A.H., Samouel, P., and Page, M. (2007). Research Methods for 
Business. London: John Wiley & Sons Ltd. 
Hair, J.F., Black, W.C., Babin, B.J., and Anderson, R.E. (2010). Multivariate Data 
Analysis (7"1 Ed.). New Jersey: Prentice Hall, Inc. 
Hamid, A. and Masood, 0. (2011), "Selection Criteria for Islamic Home Financing: A 
Case Study of Pakistan", Qualitative Research in Financial Markets, Vol. 3 No. 
2, pp. 117-130. 
Hamid, A. and Nordin, N. (2001). A Study on Islamic Banking Education and Strategy 
for New Millennium: Malaysia Experience. International Journal of Islamic 
Financial Services, 2, 3-11 .  
Haque, A., Osman, J., and Ismail, A. Z. (2009). Factor Influences Selection oflslamic 
Banking: A Study on Malaysian Customer Preferences. American Journal of 
applied Sciences, 922-928. 
84 
Haron, S., Ahmad, N., and Planisek, S. I. (1994). Bank Patronage Factors of Muslim and 
Non-Muslim Customers. International Journal of Bank Marketing Vol. 12 No. 1, 
32-40. 
Haron. S. and Shanmugam, B. (2001), Islamic Banking System, Pelanduk, Subang Jaya. 
Haron, S. (2005). Sistem kewangan dan perbankan Islam, KLBS, Kuala Lumpur. 
Idris, A. R., Naziman, K. N., Januri, S. S., Asari, F. F., Muhammad, N., Sabri, S. M., et 
al. (2011). Religious Value as the Main Influencing Factors to Customers 
Patronizing Islamic Bank. World Applied Sciences Journal 12 (Special Issue on 
Bolstering Economic Sustainability, 8-13. 
Iqbal, Z., and Mirakhor, A. (2007). An Introduction to Islamic Finance Theory and 
Practice. Singapore: John Wiley & Sons (Asia) Pte. Ltd. 
Jian, P. H. (2005). What is Knowledge: A Pedagogical Definition. Journal of Jiangsu 
University (Higher Education Study Edition). 
Khan, H. N., and Asghar, N. (2012). Customer Awareness and Adoption of Islamic 
Banking in Pakistan. Interdisciplinary Journal of Contemporary Research in 
Business, 359-366. 
Khan, M. S., Hassan, M. K., and Shahid, A. I. (2008). Banking Behavior of Islamic Bank 
Customers in Bangladesh. Journal of Islamic Economics, Banking and Finance, 
159-194. 
Khattak, N. A., and Rehman, K.-U. (2010). Customer Satisfaction and Awareness of 
Islamic Banking System in Pakistan. African Journal of Business Management 
Vol. 4(5), 662-671. 
85 
Khir, K., Gupta, L. and Shanmugam, B. (2007). Islamic Banking: A Practical 
Perspective, Pearson Longman, Petaling Jaya. 
Krejcie, R. V. and Morgan, D.W. (1970). Determining Sample Size for Research 
Activities. Educational and Psychological Measurement. 30(3). 607-610. 
Lateh, N., Ismail, S. and Ariffin, N. M. (2009). Customers' Perceptions on the 
Objectives, Characteristics and Selection Criteria oflslamic Bank in Thailand. 
Gadjah Mada International Journal of Business, 11(2), 167-189 
Loo, M. (2010). Attitude and Perceptions towards Islamic Banking among Muslims and 
non-Muslims in Malaysia: Implications for Marketing to Baby Boomers and X­ 
Generation. International Journal of Arts and Sciences, 453-485. 
Metawa, S.A., and Almossawi, M. (1998). Banking Behavior oflslamic Bank Customers: 
Perspective and Implications. International Journal of Bank Marketing, 16(7), 
299-313. 
Naser K, Jamal A and Al-Khatib K (1999). Islamic Banking: A Study of Customer 
Satisfaction and Preferences in Jordan, Int. J. Bank Mark. 17(3): 135-150. 
Naser, K., and Moutinho, L. (1997). Strategic Marketing Management: The Case oflslamic 
Banks. International Journal of Bank Marketing Vol. 15 Iss: 6, 187-203. 
New Straight Times (2017), Website retrieved: Saturday, 1 1  Jul 2018, 06.28 pm; 
https://www.rnnetro.com.m)/node/250539/amp&ved 
New Straight Times (2018), Website retrieved: Saturday, 15 December 2018, 08.16 pm; 
https://www.nst.com.m.,./node/359477/amp 
86 
Ogunbado, A. F. (2012). Impacts of Colonialism on Religions: An Experience of 
Southwestern Nigeria. Journal of Humanities and Social Science, 51-57. 
Osman, M. R., and Ali, H. (2008). Exploring Muslim Entreprenuers' Knowledge and 
Usage oflslamic Financing. Seminar Keusahawanan Islam II Peringkat 
Kebangsaan (pp. 1-26). Kuala Lumpur: Jabatan Shariah dan Pengurusan, 
Akademi Pengajian Islam, Universiti Malaya. 
Pham, M. T., Goukens, C., Lehmann, D.R., and Stuart, J. A. (2010). Shaping Customer 
Satisfaction through Self-Awareness Cues. Journal of Marketing Research, 47(5), 
920-932. 
Prigatano GP, Schacter DL. (1991). Awareness of Deficit after Brain Injury: Clinical 
Theoretical Issues. New York, NY: Oxford University Press. 
Rammal, H. and Zurbruegg, R. (2007). Awareness oflslamic banking products among 
Muslims: The case of Australia. Journal of Financial Services Marketing, 12 (1), 
65-74. 
Rashotte, L. (2007) Social Influence. In Blackwell Encyclopedia of Sociology (ed. By G. 
Ritzer), pp.4426-4429. Blackwell Publishing, Oxford. 
Razak, D. A., and Taib, F. M. (2011). Consumers' Perception on Islamic Home 
Financing: Empirical Evidences on Bai Bithaman Ajil (BBA) and Diminishing 
Partnership (DP) Modes of Financing in Malaysia, Journal oflslamic Marketing, 
2(2), 165-176. 
Robert Lavidge, G. S. (1961). A Model for Predictive Measurements. Journal of 
Marketing,25(6), 59-62. 
Rogers, E. M. (1962). Diffusion of Innovations. New York: free press of Glencoe. 
87 
Roscoe, J. T. (1975). Fundamental Research Statistics for the Behavioral Sciences (2nd 
ed.). New York: Holt, Rinehart and Winston. 
Rosly, S.A. (1999), ''Al-Bay' Bithaman Ajil Financing: Impacts on Islamic Banking 
Performance", Thunderbird International Business Review, Vol. 41 No. 4/5, pp. 
461-80. 
Run, E. C., and L, D. Yeo. (2009). Awareness, Understanding and Behaviour of Islamic 
Banking: Results of a Special Study. Institute of Bankers Malaysia (IBBM). 
Rustam, S., Bibi, S., Zaman, K., Rustam, A., and ul-Haq, Z. (2011). Perceptions of 
Corporate Customers Towards Islamic Banking Products and Services in 
Pakistan. The Romanian Economic Journal, 107 - 123. 
Saunders, M., Lewis, P. and Thornhill, A. (2009). Research Methods for Business Students 
(5th edi.). New Jersey: Prentice Hall 
Sekaran (2003). Research Methods for Business: A Skill Building Approach, 4th edition. 
New York: John Wiley & Sons. 
Sekaran, U. and Bougie, R. (2010). Research Methods for Business: A Skill Building 
Approach (5th ed.). West Sussex, UK: John Wiley and Sons Ltd. 
Selamat, Z., and Abdul-Kadir, H. (2012). Attitude and Patronage Factors of Bank 
Customers in Malaysia: Muslim and non-Muslim Views. Journal of Islamic 
Economics, Banking and Finance, 87-100. 
Solomon, M., Bamossy, G., Askegaard, S., and Hogg, M. (2013). Consumer Behavior: 
An European Perspective. 5. uud. p. Hal-low: Pearson Education 
88 
Sudin Lada, Geoffrey Harvey Tanakinjal and Hanudin Amin, (2009). "Predicting 
Intention to Choose Halal Products using Theory of Reasoned Action". 
International Journal of Islamic and Middle Eastern Finance and Management, 
Vol.2 Iss: l pp.66- 76 
Taib, F. M., Ramayah, T., and Razak, D. A. (2008). Factors Influencing Intention to use 
Diminishing Partnership Home Financing. International Journal of Islamic and 
Management, 235-248. 
Thambiah, S., Eze, U. C., Santhapparaj, A. J., and Arumugam, K. (2011). Customers 
'Perception on Islamic Retail Baking: A Comparative Analysis between the 
Urban and Rural Regions of Malaysia. International Journal of Business and 
Management, 6(1), 187-198. 
Tse, R.Y.C. (1997), "Optimal Loan Size and Mortgage Rationing", Journal of Property 
Finance, Vol. 8 No. 3, pp. 195-206. 
Yusoff, R., Kamdari, N. A., and Masri, D. N. (2013). Selection Factors of The 
Acceptance al-ljarah Thumma al-Bay (AITAB) in Shah Alam. (p. Paper 
Proceeding of the 5th Islamic Economics System Conference). Kuala Lumpur: 
Faculty Economics and Muamalat, Universiti Sains Islam Malaysia. 
Zainol, Z., Shaari, R., and Ali, H. M. (2008). A Comparative Analysis of Bankers' 






Othman Yaop Abdullah 
Graduate School of Business 
Unlversltl Utara Malaysia 
Kepada Responden, 
Saya kini sedang menjalankan kajian bertajuk "Kesedaran Pengguna terhadap Pembiayaan 
Perumahan Islam di Malaysia". 'Pembiayaan perumahan Islam' adalah istilah yang 
digunakan untuk tujuan pinjaman perumahan yang berlandaskan syarak dimana ianya 
bebas daripada unsur riba dan gharar. Manakala, 'Pinjaman pemmahan konvensional' 
adalah istilah konvensional yang digunakan untuk tujuan pinjaman perumahan yang tidak 
patuh syarak. Pinjaman perumahan konvensional adalah pinjaman yang ditawarkan oleh 
bank konvensional dan mengandungi unsur riba dan gharar. 
Anda diminta untuk menjawab secara jujur semua pertanyaan dalam soal selidik ini. 
Semua maklumat responden dalam soal selidik ini adalah rahsia dan hanya digunakan 
untuk tujuan akademik: sahaja. Pembabitan anda dalam kajian ini sangat dihargai dan 
terima kasih di atas sokongan anda. 
Ikhlas, 
Nur Fitriah binti Azmi 
Master of Islamic Finance and Banking 
Graduate School (OY AGSB) 
Universiti Utara Malaysia 
Email: fitriahazmi92@gmail.com 
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BAHAGIAN A : LATAR BELAKANG RESPONDEN 
Sila tandakan ( I )  jawapan anda. 
1 .  Jantina 
D Lelaki 
D Perempuan 








50 dan ke atas Lain-Lain 
5. Pendidikan 6. Pendapatan bulanan 
SPM Bawah RMl,000 
STPM/STAM/SIJIL RM 1,000 -RM 5,000 
Diploma RM 5,001-RM9,000 
Ijazah RM 9,001-RM13,000 
ljazah Sarjana/Doktor Falsafah RM 13,000 ke atas 
Lain-Lain 




(Jika Tidak, sila teruskan ke bahagian B) 
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8. Apakah jenis pinjaman yang 
D Pembiayaan Perumahan Islam 
D Pinjaman Perumahan Konvensional 
BAHAGIAN B : Bahagian ini mengandungi penyataan yang berkaitan tahap kesedaran 
pengguna ke atas pembiayaan perumahan Islam di Malaysia. Pada setiap penyataan, sila 
tanda salah satu pada nombor yang tepat menurut pandangan anda. 
1 2 3 4 5 
Sangat Tidak Tidak setuju Tidak Pasti Setuju Sangat Setuju 
Setuju 
A KESEDARAN 
1 Saya faham dengan konsep pembiayaan perumahan Islam 
1 2 3 4 5 
2 Saya mengetahui dan memahami prinsip pembiayaan 
perumahan Islam 1 2 3 4 5 
3 Pembiayaan perumahan Islam adalah cara terbaik untuk 
memiliki asset 1 2 3 4 5 
4 Pembiayaan perumahan Islam menawarkan harga yang 
berkua]iti 1 2 3 4 5 
5 Pembiayaan perumahan Islam berbeza daripada pinjaman 
perumahan konvensional 1 2 3 4 5 
6 Pembiayaan perumahan Islam adalah salah satu produk 
terbaik perbankan Islam 1 2 3 4 5 
B PEN GET AHUAN 
1 Pembiayaan perumahan Islam selari dengan tuntutan Syarak 
1 2 3 4 5 
2 Asas pembiayaan perumahan Islam adalah berpandukan Al- 
Quran and Hadis 1 2 3 4 5 
3 Saya memahami sepenuhnya sistem pembiayaan perumahan 
Islam berlandaskan konsep oerkonzsian untuna 1 2 3 4 5 
4 Saya memahami sistem pembiayaan perumahan Islam 
adalah berdasarkan konsep jualan dan belian 1 2 3 4 5 
5 Pembiayaan perumahan Islam bebas daripada unsur riba 
1 2 3 4 5 
6 Pembiayaan perumahan Islam bebas daripada unsur 
penipuan 1 2 3 4 5 
c PENGARUH SOSIAL 
1 Kebanyakan orang yang rapat dengan saya berpendapat 
sava perlu memilih nembiavaan nerumahan Islam 1 2 3 4 5 
2 Kebanyakan orang yang penting kepada saya berpendapat 
pembiayaan perumahan Islam sangat bermanfaat 1 2 3 4 5 
3 Saya memilih pernbiayaan perurnahan Islam kerana 
dipengaruhi oleh rakan-rakan saya 1 2 3 4 5 
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4 Saya memilih pembiayaan perumahan Islam kerana 
dipengaruhi oleh keluarga sava 1 2 3 4 5 
5 Saya memilih pembiayaan perumahan Islam kerana telah 
ditetapkan oleh pihak bank I 2 3 4 5 
6 Saya memilih pembiayaan perumahan Islam kerana 
dipengaruhi oleh agen hartanah 1 2 3 4 5 
7 Saya memilih pembiayaan perumahan Islam kerana 
dipengaruhi oleh media massa I 2 3 4 5 
8 Saya memilih pembiayaan perumahan Islam kerana 
dipengaruhi oleh pegawai bank 1 2 3 4 5 
D TUNTUTAN AGAMA 
1 Saya percaya bahawa Allahffuhan yang menentukan qada' 
dan qadar 1 2 3 4 5 
2 Saya sentiasa berdoa kepada Allah!fuhan terutamanya 
untuk mendapatkan bantuan dan perlindungan 1 2 3 4 5 
3 Saya sentiasa menjauhkan diri dari mendapatkan 
pendapatan dengan cara haram ( dilarang) I 2 3 4 5 
4 Saya sentiasa melaksanakan kewajipan saya sebagai hamba 
Allah I Tuhan I 2 3 4 5 
5 Saya sentiasa berhati-hati kerana malaikat akan mencatat 
setiap amalan saya 1 2 3 4 5 
6 Saya akan segera meminta maaf sekiranya saya melakukan 
kesalahan 1 2 3 4 5 
E PERSEPSI 
1 Pembiayaan perumahan Islam adalah cermin kepada sistem 
piniaman perumahan konvensional 1 2 3 4 5 
2 Pembiayaan perumahan Islam adalah altematif terbaik 
kepada produk niniaman perumahan Konvensional 1 2 3 4 5 
3 Sokongan daripada kerajaan adalah faktor utama 
mempromosi sistem kewangan perumahan Islam di I 2 3 4 5 
Malaysia 
4 Saya berpendapat pembiayaan perumahan Islam adalah 
sama dengan piniaman perumahan konvensional 1 2 3 4 5 
5 Saya berpendapat pembiayaan perumahan Islam yang bebas 
daripada unsur riba dapat diterima oleh semua pelanggan 1 2 3 4 5 
6 Saya berpendapat pembiayaan perumahan Islam adalah 
produk yang popular dalam pasaran 1 2 3 4 5 
BAHAGIAN C: PENDAPAT PERIBADI I PENGALAMAN 
Nyatakan pendapat peribadi atau pengalaman anda berkaitan pembiayaan perumahan 
Islam. 
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Othman Yeop Abdullah 
Graduate School of Business 
Unlverslti Utara Malaysia 
Dear Respondents, 
Currently I am doing a research about "Customer Awareness on Islamic House Financing 
in Malaysia". 'Islamic house financing' is the Islamic term use for housing loan that is in 
line with Shariah where the elements of interest rate and uncertainty are prohibited. 
Meanwhile, 'conventional housing loan' is the conventional term use for housing loan. It 
is a housing loan provide by conventional banks that involve prohibited elements by the 
Shariah like interest and uncertainty. 
Please answer honestly to all items in the questionnaire. All of the information and 
respondents' identity obtained by this questionnaire will be treated as strictly confidential 
and will be used solely for academic purposed. Your participation in this study is highly 
appreciated and thank you for your kind support 
Sincerely, 
Nur Fitriah binti Azmi 
Master in Islamic Finance and Banking 
Graduate School (OY AGSB) 
Universiti Utara Malaysia 
Email: fitriahazmi92@gmail.com 
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PART A :  RESPONDENT'S BACKGROUND 
















7. Do you have own house? 
DYes 
D N o  
(  If No, please proceed with Part B) 









6. Monthly Income 
Below RM 1,000 
RM 1,000 -RM 5,000 
RM 5,001-RM9,000 
RM 9,001-RM13,000 
Above RM 13,000 
8. Which type of house financing apply? 
D Islamic House Financing 
D Conventional Housing Loan 
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PART B :_This part contains a series of statement that relate to the customer 
awareness on Islamic house financing in Malaysia. For each statement, please circle 
one of the numbers that best described your opinions according to the scale. 
1 2 3 4 5 
Strongly Disagreed Not Sure Agreed Strongly 
Disagreed Agreed 
A AWARENESS 
I I aware about Islamic house financing scheme 
1 2 3 4 5 
2 I know and understand about Islamic house financing 
1 2 3 4 5 
3 Islamic house financing is a good alternative to acquire 
asset 1 2 3 4 5 
4 Islamic house financing offering good pricing quality 
1 2 3 4 5 
5 Islamic house financing is different from conventional 
housing loan 1 2 3 4 5 
6 Islamic house financing is one of the best Islamic banking 




1 Islamic house financing is in line with Shariah guideline 
1 2 3 4 5 
2 An introduction oflslamic house financing is based on Al- 
Quran and Hadith 1 2 3 4 5 
3 I am fully understood that Islamic house financing is based 
on profit and sharing practices 1 2 3 4 5 
4 I understand that Islamic house financing is based on 
buvinz and selling concept 1 2 3 4 5 
5 Islamic house financing is free from riba 
1 2 3 4 5 
6 Islamic house financing Is free from fraud 
1 2 3 4 5 
c SOCIAL INFLUENCE 
1 Most people who are close to me think that I have to choose 
Islamic house financing 1 2 3 4 5 
2 Most people who are important to me think that Islamic 
house financing is useful 1 2 3 4 5 
3 I choose Islamic house financing because of influenced by 
my friends I 2 3 4 5 
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4 I choose Islamic house financing because of influenced by 
my family 1 2 3 4 5 
5 I choose Islamic house financing because the bank chooses 
it 1 2 3 4 5 
6 I choose Islamic house financing because of influence by 
property dealer 1 2 3 4 5 
7 I choose Islamic house financing because of influence by 
mass media 1 2 3 4 5 
8 I choose Islamic house financing because of influence by 
bank customer services 1 2 3 4 5 
D RELIGIOUS OBLIGATION 
1 I believe in Allah/God who determines Qada' and Qadar 
1 2 3 4 5 
2 I always pray to Allah mainly to gain relief and protection 
1 2 3 4 5 
3 I always keep myself away from earning through haram 
(prohibited) means 1 2 3 4 5 
4 I always perform my duties as a servant of Allah/God 
1 2 3 4 5 
5 I always careful because His Angel will record all my deed 
1 2 3 4 5 
6 I will immediately ask for forgiveness ifl have done a 
mistake 1 2 3 4 5 
E PERCEPTION 
1 Islamic house financing is just a mirror effect of 
conventional housing loan 1 2 3 4 5 
2 Islamic house financing products are the best substitute of 
conventional housing loan products 1 2 3 4 5 
3 Government support is a key factor to promote Islamic 
house financing in Malaysia 1 2 3 4 5 
4 I think Islamic house financing is similar with conventional 
housing loan 1 2 3 4 5 
5 I think Islamic house financing concept of interest-free 
financing was acceptable by all the customers 1 2 3 4 5 
6 I think Islamic house financing is popular product in the 
market 1 2 3 4 5 
PART C: PERSONAL OPINION/EXPERIENCE 





a. CUSTOMER AWARENESS (DY) 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .719 
Bartlett's Test of Approx. Chi-Square 208.377 




Al 1.000 .737 
A2 1.000 .611 
A3 1.000 .625 
I 
A4 1.000 .715 
A5 1.000 .427 
A6 1.000 .682 
Extraction Method: Principal Component Analysis. 
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Total Variance Explained 
Extraction Sums of Squared 
Initial Eigenvalues Loadings 
%of Cumulative %of Cumulative 
Component Total Variance % Total Variance % 
1 3.797 63.280 63.280 3.797 63.280 63.280 
2 .922 15.359 78.638 
3 .655 10.915 89.553 
4 .315 5.253 94.806 
5 .251 4.188 98.993 
6 .060 1.007 100.000 










Extraction Method: Principal Component Analysis. 
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b. KNOWLEDGE (IV) 
KMO and Bartlett's Test 








Kaiser-Meyer-Olk.in Measure of Sampling Adequacy. 
Initial Extraction 
Bl 1.000 .772 
B2 1.000 .840 
B3 1.000 .620 
B4 1.000 .577 
B5 1.000 .769 
B6 1.000 .775 
Extraction Method: Principal Component Analysis. 
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Total Variance Explained 
Extraction Sums of Squared 
Initial Eigenvalues Loadings 
Cumulative %of Cumulative 
Component Total % of Variance % Total Variance % 
1 4.352 72.536 72.536 4.352 72.536 72.536 
2 .872 14.532 87.067 
3 .398 6.638 93.705 
4 .188 3.135 96.840 
5 .107 1.776 98.616 
6 .083 1.384 100.000 












Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
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c. SOCIAL INFLUENCE (IV) 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 
Bartlett's Approx. Chi-Square 
Test of Df 







Cl 1.000 .854 
C2 1.000 .908 
- 
C3 1.000 .768 
C4 1.000 .763 
cs 1.000 .677 
C6 1.000 .827 
C7 1.000 .733 
cs 1.000 .743 
Extraction Method: Principal Component Analysis. 
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Total Variance Explained 
Extraction Sums of Squared 
Initial Eigenvalues Loadings 
%of Cumulative %of Cumulative 
Component Total Variance % Total Variance % 
I 4.317 53.959 53.959 4.317 53.959 53.959 
2 1.956 24.452 78.410 1.956 24.452 78.410 
3 .618 7.729 86.139 
4 .432 5.395 91.534 
5 .299 3.734 95.268 
6 .224 2.804 98.072 
7 . 1 1 3  1.417 99.489 
8 .041 .5 1 1  100.000 




Cl .415 .825 
C2 .271 .914 
C3 .854 .199 
C4 .850 .200 
C5 .808 -.153 
C6 .858 -.300 
C7 .791 -.328 
C8 .777 -.373 
Extraction Method: Principal Component Analysis. 
a. 2 components extracted. 
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d. RELIGIOUS OBLIGATION 
KMO and Bartlett's Test 
Kaiser-Meyer-Olk.in Measure of Sampling Adequacy. 
Bartlett's Approx. Chi-Square 








01 1.000 .622 
02 1.000 .763 
03 1.000 .812 
04 1.000 .684 
05 1.000 .861 
06 1.000 .543 
Extraction Method: Principal Component Analysis. 
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Total Variance Explained 
Initial Eigenvalues Extraction Sums of Squared Loadings 
%of Cumulative %of 
Component Total Variance % Total Variance Cumulative % 
1 4.285 71.420 71.420 4.285 71.420 71.420 
2 .793 13.220 84.640 
3 .326 5.438 90.078 
4 .299 4.975 95.053 
5 .179 2.980 98.033 
6 . 1 18  1.967 100.000 










Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
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e. PERCEPTION (IV) 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
Bartlett's Approx. Chi-Square 
Test of Df 







El 1.000 .792 
- 
E2 1.000 .674 
E3 I 1.000 .602 
E4 1.000 .745 
- . 
E5 1.000 .506 
E6 1.000 .654 
Extraction Method: Principal Component Analysis. 
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Total Variance Explained 
Extraction Sums of Squared 
Initial Eigenvalues Loadings 
%of Cumulative %of 
Component Total Variance % Total Variance Cumulative % 
1 2.577 42.946 42.946 2.577 42.946 42.946 
2 1.396 23.268 66.214 1.396 23.268 66.214 
3 .697 11 .6 16  77.830 
4 .623 10.390 88.220 
5 .403 6.712 94.931 
6 .304 5.069 100.000 




El .618 .641 
E2 .818 .071 
E3 .606 -.484 
E4 -.080 .859 
ES .710 -.039 
E6 .805 -.079 
Extraction Method: Principal Component Analysis. 




1 10  
a. CUSTOMER AWARENESS (DV) 
Reliability Statistics 
Cronbach's Alpha 
Cronbach's Alpha Based on N of Items 
Standardized Items 
.882 .882 6 
Item Statistics 
Std. 
Mean Deviation N 
Al 3.34 1.042 50 
A2 3.36 1.005 50 
A3 3.64 1.102 50 
A4 3.32 .935 50 
A5 3.84 .842 50 
A6 3.76 .916 50 
Summary Item Statistics 
Maximum/ Nof 
Mean Minimum Maximum Range Minimum Variance Items 
Item 
3.543 3.320 3.840 .520 1 . 157  .054 6 
Means 
Item 
.956 .709 1 .215 .506 1.714 .034 6 
Variances 
1 1 1  
b. KNOWLEDGE (IV) 
Reliability Statistics 
Cronbach's Alpha 
Cronbach's Alpha Based 
N ofltems 
on Standardized Items 
.922 .923 6 
Item Statistics 
Mean Std. Deviation N 
Bl 3.98 .820 50 
B2 3.94 .956 50 
B3 3.38 .987 50 
B4 3.62 .945 50 
B5 3.92 .944 50 
86 3.90 .953 50 
Summary Item Statistics 
Maximum/ Nof 
Mean Minimum Maximum Range Minimum Variance Items 
Item 
3.790 3.380 3.980 .600 1.178 .057 6 
Means 
Item 
.876 .673 .975 .302 1.449 .011 6 
Variances 
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c. SOCIAL INFLUENCE (IV) 
Reliability Statistics 
Cronbach's Alpha 
Cronbach's Alpha Based on 
N ofltems 
Standardized Items 
.866 .863 8 
Item Statistics 
Mean Std. Deviation N 
Cl 3.58 .950 50 
C2 3.58 1.012 50 
C3 2.90 1.093 50 
C4 3.04 1.087 50 
C5 2.70 1.093 50 
C6 2.70 .995 50 
C7 2.78 1 .016 50 
C8 2.78 .954 50 
Summary Item Statistics 
Maximum/ Nof 
Mean Minimum Maximum Range Minimum Variance Items 
Item 
3.008 2.700 3.580 .880 1.326 .137 8 
Means 
Item 
l.053 .902 l.194 .292 1.324 .015 8 
Variances 
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d. RELIGIOUS OBLIGATION (N) 
Reliability Statistics 
Cronbach's Alpha Based 
Cronbach's Alpha on Standardized Items N ofltems 
.905 .918 6 
Item Statistics 
Mean Std. Deviation N 
Dl 4.82 .438 50 
D2 4.78 .507 50 
D3 4.78 .507 50 
D4 4.54 .706 50 
D5 4.62 .635 50 
D6 4.36 .802 50 
Summary Item Statistics 
Maximum/ Nof 
Mean Minimum Maximum Range Minimum Variance Items 
Item 
4.650 4.360 4.820 .460 1.106 .032 6 
Means 
Item 
.375 :191 .643 .452 3.360 .030 6 
Variances 
1 14  
e. PERCEPTION (IV) 
Reliability Statistics 
Cronbach's Alpha 
Cronbach's Alpha Based on 
N ofltems 
Standardized Items 
.653 .663 6 
Item Statistics 
Mean Std. Deviation N 
El 3.44 1.053 50 
E2 3.90 .974 50 
E3 3.96 .856 50 
E4 2.56 1.091 50 
E5 3.78 .996 50 





Mean Minimum Maximum Range Maximum/ Variance N ofltems 
Minimum 
Item 3.537 2.560 3.960 1.400 1.547 .267 6 
Means 





1 16  
HISTOGRAM AND NORMAL Q-Q PLOT 
a.CUSTOMER AWARENESS (DV) 
Histogram 
Meen = 3.60 













r th- I  I  I  I  























0 2 3 4 5 6 
Observed Value 
1 1 7  
b. KNOWLEDGE (IV) 
Histogram 
Mean= 3.70 
std. Dev.= .724 
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Std. Dev.= .746 
N = 4 0 0  

















Normal Q-Q Plot of MeanSociallnfluence 
0 2 3 
Observed Value 
1 19  
4  5  6  













std. Dev. = .586 
N =400 















Normal Q-Q Plot of MeanReligiousObligation 















std. Dev.= .538 
N =  400 


























1 .  GENDER 
Gender 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid Male 157 39.3 39.3 39.3 
Female 243 60.8 60.8 100.0 
Total 400 100.0 100.0 
2. MARITAL STATUS 
Marital Status 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid Single 157 39.3 39.3 39.3 
Married 215 53.8 53.8 93.0 
Divorce 28 7.0 7.0 100.0 




Frequency Percent Percent Percent 
Valid 18-29 202 50.5 50.5 50.5 
30-39 132 33.0 33.0 83.5 
40-49 46 1 1 . 5  1 1 .5  95.0 
50 and above 20 5.0 5.0 100.0 





Frequency Percent Percent Percent 
Valid Malay 332 83.0 83.0 83.0 
Indian 24 6.0 6.0 89.0 
Chinese 38 9.5 9.5 98.5 
Others 6 1.5 1.5 100.0 
Total 400 100.0 100.0 
5. EDUCATIONAL LEVEL 
Educational Level 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid SPM 39 9.8 9.8 9.8 
STPM/ST AM/Certificate 63 15.8 15.8 25.5 
Diploma 96 24.0 24.0 49.5 
Bachelor 155 38.8 38.8 88.3 
Masters/PHO 33 8.3 8.3 96.5 
Others 14 3.5 3.5 100.0 
Total 400 100.0 100.0 
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6. MONTHLY INCOME 
Monthly Income 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid Below RMl 000 60 15.0 15.0 15.0 
RMl OOO-RM5000 282 70.5 70.5 85.5 
RM5001-RM9000 47 1 1 .8  1 1 . 8  97.3 
RM9001- 
7 1.8 1.8 99.0 
RM13000 
above RM13000 4 1.0 1.0 100.0 
Total 400 100.0 100.0 
7. HA YING OWN HOUSE 
Do you have own house? 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid Yes 182 45.5 45.5 45.5 
No 218 54.5 54.5 100.0 
Total 400 100.0 100.0 
8. TYPE OF HOME FINANCING APPLY 
Which type of house financing apply? 
Valid Cumulative 
Frequency Percent Percent Percent 
Valid Islamic House 
1 12  28.0 61.5 61.5 
Financing 
Conventional 
70 17.5 38.5 100.0 
Housing Loan 
Total 182 45.5 100.0 
Missing System 218 54.5 
Total 400 100.0 
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APPENDIXF 
(TEST OF DIFFERECES) 
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TTEST 
I.  GENDER 
Group Statistics 
Std. Error 
Gender N Mean Std. Deviation Mean 
MeanA wareness Male 157 3.4904 .77309 .06170 
Female 243 3.6763 .67617 .04338 




Variances t-test for Equality of Means 
Sig. Std. 95% Confidence 
(2- Mean Error Interval of the 
taile Differe Differ Difference 
F Sig. t Df d) nee ence Lower Upper 
Mean Equal 
.0732 












ONE WAY ANOVA 
1 .  MARITAL STATUS 
ANOVA 
Sum of 
Squares Df Mean Square F Sig. 
Between Groups 1.787 2 .893 1.727 .179 
Within Groups 205.386 397 .517 




Squares Df Mean Square F Sig. 
Between Groups 1.830 3 .610 1.177 .318 
Within Groups 205.343 396 .519 
Total 207.173 399 
3. RACE 
ANOVA 
Sum of Mean 
Squares Df Square F Sig. 
Between Groups 29.674 3 9.891 22.067 .000 
Within Groups 177.499 396 .448 
Total 207.173 399 
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4. EDUCATIONAL LEVEL 
ANOVA 
Sum of 
Squares Df Mean Square F Sig. 
Between Groups 28.685 5 5.737 12.664 .000 
Within Groups 178.488 394 .453 
Total 207.173 399 
5. MONTHLY INCOME 
ANOVA 
Sum of 
Squares Df Mean Square F Sig. 
Between Groups 3.239 4 .810 1.568 .182 
Within Groups 203.935 395 .516 
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R AdjustedR Std. Error of 
Model R Square Square the Estimate Durbin-Watson 
1 .786a .619 .615 .44731 1.772 
a. Predictors: (Constant), MeanPerception, MeanReligiousObligation, 
MeanSociallnfluence, MeanKnowledge 
b. Dependent Variable: MeanA wareness 
ANOVA 
Sum of 
Model Squares df Mean Square F Si�. 
1 Regression 128.141 4 32.035 160.110 .oco' 
Residual 79.033 395 .200 
Total 207;173 399 
a. Dependent Variable: MeanAwareness 





Model B Std. Error Beta t Sig. 
1 (Constant) .488 .201 2.428 .016 
MeanKnowledge .730 .040 .733 18.367 .000 
MeanSociallnfluence .090 .035 .094 2.594 .010 
MeanReligiousObligation .029 .045 .023 .636 .525 
MeanPerception .001 .051 .000 .010 .992 
a. Dependent Variable: MeanAwareness 
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